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With the development of modern communication and computer technologies, 
electronic banking has gradually become the main transaction channel for customers 
of commercial banks, and it is also a key business developed by all commercial 
banks in China. As an important distribution channel, electronic banking is a vital 
area for banks to sell products and services, maintain customer relations, explore 
customer value and gain proceeds. Boasting a number of advantageous features, 
such as accurate customer identification, fast transmission of marketing information, 
precise computation of marketing results, the electronic banking has become the best 
channel for banks to carry out precision marketing. Industrial Bank (IB) also 
launched tentative campaigns in the precision marketing of electronic banking. 
However, such campaigns were not conducted in a desired manner due to some 
shortcomings, including insufficient customer segmentation, imprecise positioning 
of target customers, simple marketing means, and lack of integrated marketing with 
all channels. Therefore, it is necessary to investigate the problems in the precision 
marketing of electronic marketing carried out by IB, analyze the causes, discuss the 
implementation plan for precision marketing, and bring into play the advantages of 
electronic banking in precision marketing.   
In this paper, we summarize relevant theories of precision marketing and 
analyze the practices and successful experience of both domestic and foreign banks 
in the precision marketing of electronic banking. On that basis, we analyze and 
study the current situation of IB in the precision marketing of electronic banking, 
discover the deficiencies of the bank in carrying out precision marketing of 
electronic banking, and further investigate the causes leading to such deficiencies, 
which mainly include incomplete customer information and data, lack of overall 
marketing planning centering on customers, and insufficient linkage among business 
departments.  
Considering the deficiencies of IB in the precision marketing of electronic 
banking and combining the theories of precision marketing, database marketing, and 
customer life cycle, we propose an implementation plan for IB’s precision marketing 
of electronic banking: improve the construction customer information database 
centering on customers; work out unified marketing planning in combination with 
customer life cycle; carry out precision marketing at the different stages of customer 
life cycle by combining the advantages of all electronic banking channels and 
achieve common growth together with customers. 
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